Ref 
# 



Hits 



Search Query 



DBs 



Default 
Operator 



Plurals 



Time Stamp 



LI 



L2 



L3 



L4 



LS; 



L6 



17 



L8 



19 



L14 



117 



L18 



7397: 



580 



516: 



409 



174 



171 



163 



((705/7) or (705/8) or (705/9) or : 
(705/28) or (705/26)). CGLS. 



1 and "supply chain" 



2 riot (menhinger hoffma n bu rk 
reece).in.: : 



3 and (distributor supplier) 



r4 ; arid contract 



5 and order 



6 and manag$5 



119 



111 



2068 



1483 



68 



7 and compar$3 



8 and (discrepancy error problem 
incorrect) 



1 and (distributor buyer) 



14andj(supplier seller) 



17 and ((independent separate 
distinct) near4 manager) 



US-PGPUB; 
USPAT; i 
EPO; JPO; 
DERWENf 

US-PGPUB; 
USPAT; 
EPO; JPO; 
DERWENT 

US-PGPUB; 
USPAT; : ! 
EPO; JPO; 
DERWENT 

US-PGPUB; 
USPAT; 
EPO; JPO; 
DERWENT 

US-PGPUB; 
USPAT; ! i 
EPO; JPO; 
DERWENT 

US-PGPUB; 
USPAT; 
EPO; JPO; 
DERWENT 

US-PGPUB; 
USPAT; i 
EPO; JPO; 
DERWENT 

US-PGPUB; 
USPAT; 
EPO; JPO; 
DERWENT 

US-PGPUB; 
USPAT; .;. 
EPO; JPO; 
DERWENT 

US-PGPUB; 
USPAT; 
EPO; JPO; 
DERWENT 



OR 



OR 



OR 



OR 



OR 



OR 



OR 



OR 



OR 



OR 



US-PGPUB; 
USPAT; : W 
EPO; JPO; 
DERWENT 

US-PGPUB; 
USPAT; 
EPO; JPO; 
DERWENT 



OR 



OR 



OFF 



ON 



ON 



ON 



ON: 



ON 



ON 



ON 



ON 



ON 



ON 



ON 



2005/03/04 :12!12 



2005/03/04 12:05 



2005/03/04 12:17 



2005/03/04 12:06 



2005/03/04 12:07 



2005/03/04 12:07 



2005/03/04 12:08 



2005/03/04 12:08 



2005/03/04 12:10 



2005/03/04 12:15 



2005/03/04 12:16: 



2005/03/04 12:17 



Search History 3/4/05 12:19:02 PM Page 1 
C:\Workspaces\09816896.wsp 



i 1 n 

L19 

j 


64 


18 and contract 


I IC D/^DI ID* 

Ub-rbrUb; 
USPAT; 
EPO; JPO; 
DERWENT 


An 

UK 


AM 

UIM 


ZUUd/Io/Ut- 


L20 


yt 

4 


19 not ( men ninger h off man burk 
reece). in. 


Ub-rbPUB; 

USPAT; 
EPO; JPO; 
DERWENT 


UR 


AM : 

UlN 




SI 


4953 


705/7 eels 705/10 eels 705/26. 
eels. 


US-PGPUB 1 
USPAT; 
EPO - JPO - 
DERWENT 


OR 


ON 


2004/02/19 16:40 


S2 [ 


339 


(705/7.ccls. 705/lO.ccls. 705/26. 


US-PGPUB; 


OR 


ON 


; 2005/03/04: 12:05 






eels.) and "supply ehairi" ; ; ; 


:USPAT; 














EPO; JPO; 














DERWENT 








S3 


2.0/ 


(C/Ub//.CClS. /Ub/lU.CClS. /Ub/zb. 

eels.) and "supply chain") not 
(menninger hoffman burk reece). 
in. 


1 IC D^DI ID- 

Ub-rbrUb, 

USPAT; 
EPO; JPO; 
DERWENT 


UK 


UIM 




S4 


232 


(((705/7.ccls, 705/10.cels, 705/26. 
eels.) and "supply chain") not 
(menninger hoffman burk reece). 
in.) and (distributor supplier) 


US-PGPUB; 
USPAT; 
EPO; JPO; 
DERWEIMT 


OR 


ON 


2005/03/04 12:06 


S5 


204 


((((705/7.ccls. 705/10.ccls. 

7nC/?fi rr\c \ and "cnnnlv rhain'M 
/Uj/ZD.CCIb.y dnU bUppiy Llldlll ) 

not (menninger hoffman burk 
reece). in.) and (distributor 
supplier)) and identif$5 


US-PGPUB; 

1 IC.PAT- 

EPO; JPO; 
DERWENT 


OR 


ON 


2004/02/19 16:43 


S6 


47 


(((((705/7.ccls. 705/10.ccls. 
705/26.cds.) and "supply chain") 


;US-PGPUB; 
: USPAT; 


OR 


ON 


2004/02/19 16:43 






not (menninger hoffman burk 
reece ) . i n . ) ; a n d ; (d i st r i b u to r 


EPO; JPO; 
DERWENT 












supplier)) and identif$5) and bid 






















S7 


38 


((((((705/7.ccls. 705/10.ccls. 
705/26.ccls.) and "supply chain") 
not (menninger hoffman burk 
reece). in.) and (distributor 
supplier)) and identif$5) and bid) 
and contract 


US-PGPUB; 
USPAT; 

enrt, inn, 

brU, JrU, 
DERWENT 


OR 


ON 


2004/02/19 16:43 


S8 




(((((((705/7.ccls. 705/10.ccls. 
705/26,ccls.) and "supply chain") 
not (menninger hoffman burk 
reece). in.) and:(distributor 
supplier)) and identif$5) and bid) 
and contract) and search 


US-PGPUB; 
USPAT; 
trU, JrU, 
DERWENT: 


OR 


ON : 


2004/04/12 15:00 


CO. 

by 


z 


zuujUzizdiu .pn. 


1 IC 0(ZO\ IR" 

USPAT; 
EPO; JPO; 
DERWENT 


f|D 


HM 


9nn4/n4/i? ic-fin 



Search History 3/4/05 12:19:02 PM Page 2 
C:\Workspaces\09816896.wsp 





138 


(((705/7.ccls. 705/10.ccls. 705/26. 


US-PGPUB; 


OR 


ON 


2005/03/04 12:04 






cos. j ana supply cnam ) not 














(menninger hoffman burk reece). 


EPO; JPO; 












in.) and (distributor supplier) and 


DERWENT 












contract 











Search History 3/4/05 12:19:02 PM Page 3 
C:\Workspaces\09816896.wsp 



Dialog Title List wysiwyg://mainFr^ 



LOGOFF £ * r , / 

Searching... :ss *^^ CLo ( c*Oi--^-<-yt &X . 

Search iylo 
results: 142 trtles 

sUlb Titles on this page: | Display Checked \ \ Display All | 

Search Report 

Database Name Database Number 

AB I/INFORM 15 

PROMT (90-PRESENT) 16 

PROMT (1972-1989) 160 
COMPUTER DATABASE 275 

TRADE&INDUSTRY 148 

Set Description 

((manag? AND contract AND (supplier OR 

5 1 seller) AND order) AND ((discrepancy OR 

error OR incorrect))) 

52 PY=((1970:2001)) 

53 SlandS2 

54 S3 

(electronic or cyber or online or on()line or 
internet or virtual or web)(n2)(shop? Or retail? 

55 Or mall? ? Or catalog?) or e()(shop or tail) or 

teleshop? Or videotext?(n2)shop? Or 
PC=7372640 

56 s4 and s5 

57 RD 

58 SORT /ALL/pd,a 

□ 1 ll^e 400 ri d - Oct 1 - 1984 - Gale Group Trade and Industry 

Database™ 

□ 2 25 [ top pergOT - Nov - 1984 - Gale Group Trade and Industry Database™ 

□ 3 D-I-Y project guide* (includes related articles on sales aids) (Special Advertising 

Sag piemen t ) - Oct - 1988 - Gale Group Trade and Industry Database™ 

□ 4 Second Annual Dir ectory of Human Resources Services. Products and Supp liers, January 

1989, Mlrectoryj - Jan - 1989 - Gale Group Trade and Industry Database™ 

□ 5 Tg|>,lP, b gBjy - Feb - 1989 - Gale Group 

Computer Database™ 

] 6 .15 way s tg Jrs^ - April - 1989 - Gale Group Trade and 

Industry Database™ 

j 7 The_fat^ - July- August - 1989 - Gale Group Trade and 

Industry Database™ 



lof2 



3/4/05 1:07 PM 



Dialog Title List 



wysi\^g://rraiitf^ 



□ 8 Systems librarian a nd automation review* - Nov - 1989 - Gale Group Trade and Industry 

Database™ 

□ 9 Data^ " ^ m - 1^90 - Gale Group Computer Database™ 

□ 10 35 th anniversary: 1955-1990 : American Society for Industrial Securit y iBternatioiiaL 

(sgecM ^ conimirtges, 
gdug^ - June - 1990 - Gale Group Trade and 

Industry Database™ 

□ 11 TI WINS FORD CONTRACT TO DEVELOP €OMPUT3j;RiZEB P 

DISPLAY SYSTEM - August 19 - 1991 - Word Count: 621 - Gale Group PROMT® 

□ 12 UmgygJ)g^ - 

Oct 1 1 - 1991 - Gale Group Trade and Industry Database™ 

O 13 AijLCMjltM^^ - Nov - 1991 - Gale Group 

Trade and Industry Database™ 

□ 14 Retail supply chain electronic data interchaitge: The dist ribution contractor's role - 1992 

- Word Count: 2613 - ABI/INFORM® 

□ 15 Network Dyads M E ntrepre n.ear.ial Settings: A Study of the Governance of Exchange 

Relationships - Mar 1992 - Word Count: 12371 - ABI/INFORM® 

□ 16 The Billionaires - Sep 7, 1992 - Word Count: 17584 - ABI/INFORM® 

O 17 TM.Bjlito^^ 

(Cover Story) - Sept 7 - 1992 - Gale Group Trade and Industry Database™ 

□ 18 WhMA*^jgM 

res ponse to cnston jer Mrye>?..results). - Dec - 1992 - Gale Group Trade and Industry 
Database™ 

□ 19 Who's showing what where - May 15, 1993 - Word Count: 19597 - ABI/INFORM® 

G 20 Software packages get more sophistica ted. (Pirecfory) - May 15 - 1993 - Gale Group Trade 
and Industry Database™ 

Display more titles: 1-20 2140 41-60 61 ; 80 8M0Q (Next. 100] 
®m$m Titles on this page: J Display Checked j[ Display All | 

To display full records, click a title or use the checkboxes and display buttons 



2 of 2 



3/4/05 1:07 PM 



Dialog Title List wysi\\^g://rrai^ 



Searching 

Search a A0 . m 
results: 142 trtles 



gja Titles on this page: [ Display Checked j; [ Display All 



Search Report 

Database Name Database Number 

ABI/INFORM 15 

PROMT (90-PRESENT) 16 

PROMT (1972-1989) 160 
COMPUTER DATABASE 275 

TRADE&lNDUSTRY 1 48 

Set Description 

((manag? AND contract AND (supplier OR 

5 1 seller) AND order) AND ((discrepancy OR 

error OR incorrect))) 

52 PY=((1970:2001)) 

53 SlandS2 

54 S3 

(electronic or cyber or online or on()line or 
internet or virtual or web)(n2)(shop? Or retail? 

55 Or mall? ? Or catalog?) or e()(shop or tail) or 

teleshop? Or videotext?(n2)shop? Or 
PC=7372640 

56 s4 and s5 

57 RD 

58 SORT /ALL/pd,a 

□ 21 Retgjltech hits kg s tride, (mctades rete - Jan - 1994 - Gale Group Trade and 

Industry Database™ 

□ 22 

Infamy mfaAig.^ 

the Jnterae i, .observa tions on using hite raet acces s software and pr inted and online 
resources about setting up Internet b usinesses) - April 4 - 1994 - Gale Group Computer 
Database™ 



□ 23 ABA at L A: the n^ ofgghib^ 

B(>(>ksellers;,A 

Los Angeles and on the con vention. sch ed uje and booth assignmen ts) (Cover Story) - May 
2 - 1994 - Gale Group Trade and Industry Database™ 

□ 24 Bulletin boards, - June - 1994 - Gale Group Computer Database™ 

□ 25 TM.trmte.M - Sep 1994 - Word Count: 4576 - ABI/INFORM® 



1 of 2 



3/4/05 1:12 PM 



Dialog Title List wysiwyg://mainFra^ 



□ 26 Brave new world: what a working lib rarian should know about living on the Internet 

(inclM^ sites^ soBrees and t he virtnaJ public Mbrgrv) - March - 

1995 - Gale Group Trade and Industry Database™ 

□ 27 Booll^ Who f g__stu>w - May 27, 1995 - Word Count: 

23968 - ABI/INFORM® 

□ 28 Danaj^^ - Jul 1995 - Word Count: 1565 - ABI/INFORM® 

G 29 .Plastics tgeh?^ - 
August - 1995 - Gale Group Trade and Industry Database™ 

□ 30 Managmg - 

1996 - Word Count: 8994 - ABI/INFORM® 

□ 31 Take cha^ 

Rev ie w)(E va laation) - Jan - 1996 - Gale Group Computer Database™ 

□ 32 ReengiBeermg mM ^dals .ma nagement: Opportunities: for electronic technology 

implementation - Feb 1996 - Word Count: 5175 - ABI/INFORM® 

G 33 Evaluated receipts and sett lement M Attotle - Jun 1996 - Word Count: 2029 - 
ABI/INFORM® 

□ 34 Change become a priority, (power transmission 

distributors and manafacturers)(Power Transmission Technology: Coning with Change) 
- July - 1996 - Gale Group Trade and Industry Database™ 

□ 35 Nexpo '96, 0: editorial and advertising systems and electronic publishing, (includes 

(Industry Trend or Event) - July 29 - 1996 - Gale Group Computer Database™ 

LJ 36 Are c<#^ 

trends) - Sep - 1996 - Gale Group Trade and Industry Database™ 

G 37 PhvsjcM 

articles on the .effects of interacting technology on banking, sopMsticated m anagement 
systems for automobile mechanics) (Technology Information) - Oct - 1996 - Gale Group 
Computer Database™ 

□ 38 The oiYerinij and distribution of securities in cyberspace: a review of re gulatory and 

jffjlMfeO - Nov - 1996 - Gale Group Trade and Industry 

Database™ 

O 39 IJiC-ffi^^^ ^ 

comjgmnn^ Comp anie^)(Company - Dec 14 - 

1996 - Gale Group Trade and Industry Database™ 

1 1 40 25 winning . techn.ologies ? .(IW ! s 4th A nnual T echnology & Innov ation Awards) - Dec 16 - 
1 996 - Gale Group Trade and Industry Database™ 



Display more titles: 1,^20 21-40 41-60 61 1: 80 81 :: IGQ iNc^lOffl 
msm Titles on this page: [ Display Checked jj Display All | 

To display full records, click a title or use the checkboxes and display buttons 



2 of 2 



3/4/05 1:12 PM 



Dialog Title List 



wysiwyg://rrairiFi^ 



. LOGOFF 



Search .i-io 
results: 142 tltles 



Titles on this page: [ Display Checked |[ Display All 



Search Report 

Database Name Database Number 

ABI/INFORM 15 

PROMT (90-PRESENT) 16 

PROMT (1972-1989) 160 
COMPUTER DATABASE 275 

TRADE&INDUSTRY 148 

Set Description 

((manag? AND contract AND (supplier OR 

5 1 seller) AND order) AND ((discrepancy OR 

error OR incorrect))) 

52 PY=((1970:2001)) 

53 SlandS2 

54 S3 

(electronic or cyber or online or on()line or 
internet or virtual or web)(n2)(shop? Or retail? 

55 Or mall? ? Or catalog?) or e()(shop or tail) or 

teleshop? Or videotext?(n2)shop? Or 
PC=7372640 

56 s4 and s5 

57 RD 

58 SORT /ALL/pd,a 



□ 41 j^dactipnj^ - Annual - 1997 - Gale Group Trade 

and Industry Database™ 

□ 42 Be yond - Spring 1997 - Word Count: 

7926 - ABI/INFORM® 

□ 43 Coniniercc ;.One Delivers Indm Ea d-tg-End .S,fflatiojj[__fo;r 

AatMlUslfiess Ejtectrtmi^ - April 7 - 1997 - Word Count: 1432 - Gale Group 

PROMT® 

G 44 Set sale on the 'Net, (generating, sales through Internet sites; fa dmles related 

articIes)(Snccess in Cyberspace; Sales & Marketing: The Internet, Fart 1) - April 21 - 
1997 - Gale Group Trade and Industry Database™ 

□ 45 For vonr eves only... - May 22, 1997 - Word Count: 1776 - ABI/INFORM® 

G 46 Strategic channel design - Summer 1997 - Word Count: 6760 - ABI/INFORM® 



lof2 



3/4/05 1:12 PM 



Dialog Title List 



wysiwyg://rrainFrai^ 



□ 47 1997 Buyer's Guide and Consultant Dir eetory^for KbrariesUBnvers Guide) - July- August 

- 1997 - Gale Group Trade and Industry Database™ 

□ 48 Coffl™^ article 

Kstj; ^ - July 24 - 1997 - 

Gale Group Computer Database™ 

□ 49 Gjvevm^^ vour Web_Mtg.to_M trMMgMggjj* 

(facludes. related article oa.do -it-yoitrs eif commerce sites) (IiUer^et/W 
Informad on)(TutoriaI) - Sep - 1997 - Gale Group Computer Database™ 

□ 50 What's your E-D-I Q? (deemmk data.fe terchange) (Mchtdes related 

a rt icle)( Warehousing & Log istics II) - Oct 15 - 1997 - Gale Group Trade and Industry 
Database™ 

□ 51 A survey of selected federal regulatory and legal developments in electronic imaneial 

services - Nov 1997 - Word Count: 22168 - ABI/INFORM® 

□ 52 America^ - Nov 

30 - 1997 - Word Count: 4090 - Gale Group PROMT® 

□ 53 Ei<^tro^ - Dec 1997 - Word Count: 3940 - ABI/INFORM® 

□ 54 Pepsi's next generation of parchasmg.(C hampions of Change) - Dec - 1997 - Gale Group 

Trade and Industry Database™ 

□ 55 .Purchasing is ready - finally! (inclades related articles on auto industry internet plan and 

Logkheed_m - Dec 1 1 - 1997 - Gale Group Trade and 

Industry Database™ 

□ 56 Selectin g a ^9.50 client s - 1998 - Word Count: 8515 - ABI/INFORM® 

□ 57 Supply.gh afa - 1998 - Word Count: 5552 - 

ABI/INFORM® 

□ 58 Ofetsomrj i^ - 1998 - Word Count: 3073 - 

ABI/INFORM® 

G 59 SPECS 98: w 

E(3Mp ^ - May - 1998 - Gale 

Group Trade and Industry Database™ 

CJ 60 llu)se_M^ - May 7 - 1998 - Gale Group Trade 

and Industry Database™ 

Display more titles: l. v 2G 2 1-40 41-60 61-80 8IJ00 [NcxlIPO] 
m&$m Titles on this page: [ Display Checked i|| Display All j 

To display full records, click a title or use the checkboxes and display buttons 



2 of 2 



3/4/05 1:12 PM 



Dialog Title List 



wysiwyg://mainFr^ 



LOGOFF & 



Search A A o tM 
results: 142trtles 



lib Titles on this page: [ pisplay Checked j [ Display 



All 



Search Report 

Database Name Database Number 

ABI/INFORM 15 

PROMT (90-PRESENT) 16 

PROMT (1972-1989) 160 
COMPUTER DATABASE 275 

TRADE&INDUSTRY 148 

Set Description 

((manag? AND contract AND (supplier OR 

5 1 seller) AND order) AND ((discrepancy OR 

error OR incorrect))) 

52 PY=((1970:2001)) 

53 SlandS2 

54 S3 

(electronic or cyber or online or on()line or 
internet or virtual or web)(n2)(shop? Or retail? 

55 Or mall? ? Or catalog?) or e()(shop or tail) or 

teleshop? Or videotext?(n2)shop? Or 
PC=7372640 

56 s4 and s5 

57 RD 

58 SORT /ALL/pd,a 



□ 61 Thg_S^en _ gth ..Of a Conyov Of B;a 

Opp?MloHs) - June 1 - 1998 - Gale Group Computer Database™ 

□ 62 UsytaM ^^ - Jul 1 998 - Word 

Count: 10700 - ABI/INFORM® 

□ 63 1 .00 1 ways to buy PCs - Jul 1998 - Word Count: 2331 - ABI/INFORM® 

LJ 64 Statemen is to Con gress. - August - 1998 - Gale Group Trade and Industry Database™ 

HJ 65 In pursuit of technical excellence. (GE Supp l y ) - Sept - 1998 - Gale Group Trade and 
Industry Database™ 

□ 66 BUILDING A BUSINESS FLAN FOR AN E-COMMERCE 

PMMM^y^^^^ - Sept 15 - 1998 - Word Count: 

3501 - Gale Group PROMT® 

G 67 ..0).g..Ho;?ge .S.h SC E Series. - . 

Dec 7 - 1998 - Word Count: 698 - Gale Group PROMT® 



lof2 



3/4/05 1:14 PM 



Dialog Title List 



v^siwyg://rrBinFranB32/^ 



□ 68 E-vaianche - 1999 - Word Count: 441 1 - ABI/INFORM® 

□ 69 Organising and man aging channels of distribn&gg. - Spring 1999 - Word Count: 1 1983 - 

ABI/INFORM® 

□ 70 PRODUCHON.(catalog production services) - April - 1999 - Word Count: 19708 - Gale 

Group PROMT® 

□ 71 Y2K liability crisis looms. - April - 1999 - Word Count: 472 - Gale Group PROMT® 

□ 72 UCC 2B: The New Law of Shrink-Wrap.flndmto Trend or Event) - April 19 - 1999 - 

Word Count: 5460 - Gale Group PROMT® 

□ 73 Price survey, - May - 1999 - Word Count: 10377 - Gale Group PROMT® 

□ 74 Mg£gtes,ggt the f.owdo>TO oae-Mffl - May 27, 1999 - Word Count: 826 - ABI/INFORM® 

□ 75 Web trusty - June - 1999 - Gale Group Trade 

and Industry Database™ 

□ 76 fafreHsvji^ 

Customers - June 21 - 1999 - Word Count: 530 - Gale Group PROMT® 

□ 77 M^lk Er Cmimxerce - July - 

1999 - Gale Group Computer Database™ 

G 78 S«Btflv.CMM 

Event) - Oct 25 - 1999 - Word Count: 2239 - Gale Group PROMT® 

□ 79 E^Procisr^^^^ - 

Oct 25 - 1999 - Word Count: 1416 - Gale Group PROMT® 

□ 80 A rMMfeM.^ 

sites work to build trust)(Com pan y Business and Marketing') - Oct 25 - 1999 - Gale Group 
Trade and Industry Database™ 



Display more titles: .1-20 21-40 41-60 61-80 81400 [Next J 00] 




dilsa Titles on this page: j J^ a y Checked \ [jDisplay All 



To display full records, click a title or use the checkboxes and display buttons 



2 of 2 



3/4/05 1:14 PM 



Dialog Title List 



wysiv^g://mainF^^ 



Searching ... 

Search aao<, m 
results: 142 trtles 



& Titles on this page: ( Display^ecked [ [ Display Al I \ 



Search Report 

Database Name Database Number 

ABI/INFORM 15 

PROMT (90-PRESENT) 16 

PROMT (1972-1989) 160 
COMPUTER DATABASE 275 

TRADE&INDUS TRY 148 

Set Description 

((manag? AND contract AND (supplier OR 

5 1 seller) AND order) AND ((discrepancy OR 

error OR incorrect))) 

52 PY=((1970:2001)) 

53 SlandS2 

54 S3 

(electronic or cyber or online or on()line or 
internet or virtual or web) (n2) (shop? Or retail? 

55 Or mall? ? Or catalog?) or e()(shop or tail) or 

teleshop? Or videotext?(n2)shop? Or 
PC=7372640 

56 s4 and s5 

57 RD 

58 SORT /ALL/pd,a 



□ 81 Tlii^ - Oct 28 - 

1999 - Word Count: 1575 - Gale Group PROMT® 

□ 82 Mgjfra^ - Nov - 1999 - Word Count: 

7 1 777 - Gale Group PROMT® 

sdle)(Fr^ - Nov 8 - 1999 - Word Count: 1 132 - Gale Group PROMT® 

□ 84 Your (1.^.^ - Dec - 1999 - Gale Group 

Computer Database™ 

□ 85 E - Bus^^ BuM»^s,gju i Marf^Mffff) - Dec 7 - 1999 - Gale Group 

Computer Database™ 

□ 86 M)TEBOOK, - Dec 20 - 1999 - Word Count: 3405 - Gale Group PROMT® 

□ 87 GgNKM Guide) - Jan - 2000 - Word 

Count: 14041 - Gale Group PROMT® 



lof2 



3/4/05 1:15 PM 



Dialog Title List 



wysiwyg://imiriFra™32/http://toolkit.di. . .tmp/Acc.276807.30408884.4052&miiiCount=80 



□ 88 Critical re view - outsourcing: A paradigm shift - 2000 - Word Count: 20921 - 

ABI/INFORM® 

□ 89 Xfae,^ - Jan/Feb 2000 - Word Count: 2953 - 

ABI/INFORM® 

□ 90 BEHOLD THE VIE W, - Jan - 2000 - Gale Group Trade and Industry Database™ 

□ 91 Hi-tecb procnrement - Feb 2000 - Word Count: 1897 - ABI/INFORM® 

□ 92 FUTURE VISION OF COMMERCE SOFTWARE^ Sears, BroadVision 

aliiance)ilndustry Trend or Event) - Feb 15 - 2000 - Word Count: 3514 - Gale Group 
PROMT® 

□ 93 The B2B too l that : realty is changing the world - Mar 20, 2000 - Word Count: 3954 - 

ABI/INFORM® 

□ 94 BIRTH OF A Website, - April - 2000 - Word Count: 501 1 - Gale Group PROMT® 

□ 95 Ready For Market? (Indu stry Trend or Event) - April - 2000 - Word Count: 14848 - Gale 

Group PROMT® 

[ j 96 Technological communication: The eth ical and le gal implications for managers and 
^ub^ admMstmto^ - Spring 2000 - Word Count: 4618 - ABI/INFORM® 

PDF Document 

Text and Graphic Document. 

□ 97 The First Amendments limitations on th e use = of I nternet filtering in p ublic and school 

library tent _ can Hh nians exclade? - Apr 2000 - Word Count: 20618 - 

ABI/INFORM® 

Text aM.Gx^ 

□ 98 Tho»%Ms for^ - May - 2000 - Gale Group Trade and Industry Database™ 

□ 99 Exgosed on 

rwlkies - Summer 2000 - Word Count: 1 1448 - ABI/INFORM® 

□ 100 Svb^ 

I elec(Mm^uyatioBjg Jndustm - July 31 - 2000 - Word Count: 921 - Gale Group PROMT® 

Display more titles: i-20 2.1-40 41-60 61-80 81-100 n^exUOO] 
mmmm Titles on this page: J Display Checked |[ Display All j 

To display full records, click a title or use the checkboxes and display buttons 



2 of 2 



3/4/05 1:15 PM 



Dialog Title List 



wysiwyg://mainFranx.32/http://toolkit.di. . .np/Acc.276807.30408884.4052&miiiCount-100 



LOGOFF 

Searching ^^^^ 



Search aa**^ 
results: 1 42 trtles 



mm Titles on this P a 9 e: I P is P lay ? he!C .^ d . I [. Display All 



Search Report 

Database Name Database Number 

AB I/INFORM 15 

PROMT (90-PRESENT) 16 

PROMT (1972-1989) 160 
COMPUTER DATABASE 275 

TRADE&INDUSTRY 148 

Set Description 

((manag? AND contract AND (supplier OR 

5 1 seller) AND order) AND ((discrepancy OR 

error OR incorrect))) 

52 PY=((1970:2001)) 

53 SlandS2 

54 S3 

(electronic or cyber or online or on()line or 
internet or virtual or web)(n2)(shop? Or retail? 

55 Or mall? ? Or catalog?) or e()(shop or tail) or 

teleshop? Or videotext?(n2)shop? Or 
PC=7372640 

56 s4 and s5 

57 RD 

58 SORT /ALL/pd,a 

□ 101 The Centerv (lab. - August - 2000 - Word Count: 19946 - Gale Group PROMT® 

□ 102 lad a stry Sup pliers. ( Produc t Infer ma t ip n)(B jief Article) - Sept - 2000 - Word Count: 

20446 - Gale Group PROMT® 

□ 103 Plan For Fulfillment. - Sept 15 - 2000 - Word Count: 5461 - Gale Group PROMT® 

□ 104 An eye for detail - B2B exchanges force.cleanup of supplier data. (Industry Tread, o r 

Event) - Sept 25 - 2000 - Word Count: 1869 - Gale Group PROMT® 

□ 105 TOP 100 W EB AGENCIES 2000.flhd nstry Trend or Event) - Sept 28 - 2000 - Word 

Count: 32078 - Gale Group PROMT® 



106 PR ^ Sximinary Thur sday, October 12, 2000. - Oct 12 - 2000 - 
Word Count: 7148 - Gale Group PROMT® 

107 Critical Issues in Ph arm acv . (prescriptio n writing to increase faster than number of 
dftglQ^ - Oct 23 - 2000 - Gale Group Trade and Industry Database™ 



lof2 



3/4/05 1:15 PM 



Dialog Title List 



wysiwyg://rminFrara 



□ 108 Shaping competition on the Internet: Who owns product a nd pricing information? - 

Nov 2000 - Word Count: 18383 - ABI/INFORM® 

□ 109 Pe^ fradM^ - 

Nov - 2000 - Gale Group Trade and Industry Database™ 

□ 110 Thoughts on - Nov - 

2000 - Gale Group Trade and Industry Database™ 

□ 111 Who ^ Fhe gffler gmg law 

mteM date. - Nov - 2000 - Gale Group Trade and Industry Database™ 

□ 112 Coni pa^^ - Dec - 2000 - Gale Group Trade and Industry Database™ 

□ 113 Bell & Ho well joins automake rs' ventu re«fBeIl an d Howell Co>')(Brief Article) - Dec 18 - 

2000 - Word Count: 618 - Gale Group PROMT® 

□ 114 Ggowto^ 

llogBLtals) - Jan - 2001 - Word Count: 2405 - Gale Group PROMT® 

G 115 l>connnerce ^ Audi ;tmg reM 

Au^MattMMfe - 2001 - Word Count: 1 1665 - ABI/INFORM® 

□ 116 OBt^ - 2001 

- Word Count: 8415 - ABI/INFORM® 

□ 117 - 2001 - Word 

Count: 4250 - ABI/INFORM® 

□ 118 How tec^ - First Quarter 2001 - Word Count: 7962 - 

ABI/INFORM® 

□ 119 EDM MMt^ff^ 

deydormmt - Winter 2001 - Word Count: 121 12 - ABI/INFORM® 

I^M.Md,.Graphic Itocuirjgnt.. 

O 120 Qm^IIxmu^ - 2001 - Word 

Count: 10597 - ABI/INFORM® 

Text arid &;^uc,Docijmyrt^ 

Display more titles: rpreyJOO] 101-120 121^140 141,142 
mmim Titles on this page: [ ^P'^y.Checked \ J Display All J 

To display full records, click a title or use the checkboxes and display buttons 



2 of 2 



3/4/05 1:15 PM 



Dialog Title List wysiwyg://rnainFranB J2/http://toolkit.dL..mp/Acc.276807 .30408884.4052&minCount=120 



Searching . 
Search 

Titles on this page: \ Dis P la y^ h ®^? <J \ [....P.^Pl.^Y..^!!.. 



results: 142 titles 



Search Report 

Database Name Database Number 

AB I/INFORM 15 

PROMT (90-PRESENT) 16 

PROMT (1972-1989) 160 

COMPUTER DATABASE 275 

TRADE&INDUSTRY 148 

Set Description 

((manag? AND contract AND (supplier OR 

5 1 seller) AND order) AND ((discrepancy OR 

error OR incorrect))) 

52 PYK(1970:2001)) 

53 SlandS2 

54 S3 

(electronic or cyber or online or on()line or 
internet or virtual or web)(n2)(shop? Or retail? 

55 Or mall? ? Or catalog?) or e()(shop or tail) or 

teleshop? Or videotext?(n2)shop? Or 
PC=73 72640 

56 s4 and s5 

57 RD 

58 SORT /ALL/pd,a 

□ 121 Power tap s the Web.flnthtstry Trend or Event) - Jan 8 - 2001 - Word Count: 1857 - Gale 
Group PROMT® 

J 122 The B-to-B integration equation - Feb 12, 2001 - Word Count: 2505 - ABI/1NFORM® 



□ 123 the TOP e-business and e-supgly chain executives of 2000-2001. (yarioas companies) - 

March - 2001 - Word Count: 1 1460 - Gale Group PROMT® 

□ 124 E-Business Enters the Semiconductor Industry. - March - 2001 - Word Count: 2188 - Gale 

Group PROMT® 

□ 125 MACROVISIOIS'S CD COPY PREVENTION SYST EM ADVANCES. - March 5 - 2001 

- Word Count: 1637 - Gale Group PROMT® 

□ 126 Service ceil - March 22 - 2001 - Word Count: 3101 - Gale 

Group PROMT® 

□ 127 KEY SUPPLIER WEB-SITE LOCATO R(dirMtory of sappUers)(l>irectory) - March 22 

- 2001 - Gale Group Trade and Industry Database™ 



lof2 



3/4/05 1:16 PM 



Dialog Title List 



wysiwyg://mainFra^ 



Q 128 Viie/Poiiii 2001 ,, Covers A Lot of Ground. Leaves No Stone Unturned in Quest to 

U^arth 'Tra - April 16 - 2001 - Word Count: 3583 - Gale Group 

PROMT® 

D 129 RexLM.tMM^ 

negative ratings* - May - 2001 - Word Count: 7642 - Gale Group PROMT® 

130 Co llggo . In t jrodn cc s N e^Geis d SMglulM 
Release - May 7 - 2001 - Word Count: 2177 - Gale Group PROMT® 

□ 131 ENTREPRE work)- 

June 18 - 2001 - Gale Group Trade and Industry Database™ 

O 132 SjaM>l^cham 

eQlMfooration into the .supply chaln.( Datasweep 's Advanta ge 4 r 0, SeeBeyoi ul ? s EBusiness 
Integratiei i Suite 4<5)( Oracle's E-Biisiness Suite lli Optlant's PpwerChain 
3J){Softw^^ - June 25 - 2001 - Word Count: 3 170 - Gale Group 

PROMT® 

O 133 Wfain^ - July - 2001 - 

Word Count: 13959 - Gale Group PROMT® 

G 134 Wlmiin&l^ 

Cnstomers-And Keep Them Loyal - Jul 2001 - Word Count: 12770 - ABI/INFORM® 

T.S*i.§M..Graphic 

□ 135 iris not >^ - Jul 2001 - Word Count: 2575 - ABI/INFORM® 

LJ 136 ANTE(!2001,Ro 

EngipeergHB - July - 2001 - Gale Group Trade and Industry Database™ 

□ 137 OIRECTORY OF 

direcfory)CDirectory ) - July 15 - 2001 - Gale Group Trade and Industry Database™ 

D 138 Pod,_ 

skeptical marketplace^"bus.in eisS"tO"b nsiness) - Oct 21 - 2001 - Word Count: 2685 - Gale 
Group PROMT® 

LI 139 Slow and steady wtoa race t o e-saccess, GIIX verifies - Nov 2001 - Word Count: 1822 - 
ABI/INFORM® 

□ 140 Risks to the South Afri can financia l markets ~~ PART 1 - Dec 2001 - Word Count: 10995 

- ABI/INFORM® 



Display more titles: [Pr^lCO] 101-120 121-140 141--142 
mmtim Titles on this page: j Displa^ \ J Displa^A^ | 

To display full records, click a title or use the checkboxes and display buttons 



2 of 2 



3/4/05 1:16 PM 



Dialog Results 



http://tooM.dialog.c*Dnyin^^ 



£o^?i"&^^^-d do cm 



1$^^ USJPTO. Full Text Reyjgvd .Options 

Supply chain relationships within airport retailing 

Freathy, Paul O'Connell, Frank 

International Journal of Physical Distribution & Logistics Management , v28n6 , Page: 451-462 , 1998 

Airport retailing is an under-researched area of study. It is also a sector displaying significant 
year-on-year growth. This paper examines the structure of the supply chain within airport retailing and 
the main factors that differentiate it from its downtown counterpart. It describes the structure and 
operation of the supply chain within European airport retailing and the main sources of power that 
retailers and suppliers draw on in the negotiating process. The paper concludes that, relative to other 
retail sectors, relationships within the airport retailing supply chain are technologically unsophisticated 
and based on conventional market exchange principles. 



Paul Freathy: Institute for Retail Studies, University of Stirling, Scotland, UK 
Frank O'Connell: Aer Rianta, Dublin Airport, Dublin, Ireland 
Introduction 

There has been considerable academic attention devoted to understanding contemporary developments 
within the retail sector. This is due to the central role that the distributive trades now play within the 
economy of many countries, both as generators of employment and as contributors to gross domestic 
product. Sectors of retailing such as grocery, fashion and convenience have benefited from increased 
levels of academic enquiry. However, far from being over-researched, the dynamic and continually 
changing nature of the sector has ensured that new markets, new strategies and new operational practices 
are constantly emerging. Home shopping, Internet retailing, warehouse clubs and hospital retailing have 
all taken the research focus outside of the traditional high street or out-of-town development. 

Airports have been classed under the general heading of proximity retailing, but this situation may be 
changing. As will be highlighted in this paper, structural changes within the air transport industry have 
prompted a re-assessment of the role that retailing plays within its economy. Its importance as a revenue 
generator and contributor to overall profitability has increased markedly. Despite this change, airport 
retailing and its supply chain operations have remained an under-researched area of academic study. The 
aim of this paper is to rectify partially this deficiency. Its purpose is to describe the structure of supply 
chain operations, drawing from a recent survey of European operations, within airport retailing and to 
examine the relationships that exist between different channel members. 

The paper will first provide the context for the research and detail the main changes that have occurred 
within the air transport industry. A brief overview of the concept of power and how it manifests itself 
within the retail supply chain will then be provided. The paper will then highlight the structure of the 
supply chain within airport retailing, before examining the nature of power relationships within the 
industry. The final section will draw some conclusions regarding likely developments in the airport retail 
supply chain. 
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Strategic change within the airport sector 

Traditionally, airports have been administered and controlled directly by the state or by a body appointed 
on its behalf such as a government department or a company dedicated to the management of airports. 
While it remains accurate to suggest that the majority of airports throughout the world still have some 
form of public sector ownership, the level of operational control exercised by central government may be 
adusted to reflect the greater participation of private sector interests. 

Smith (1997) maintains that airport deregulation has been prompted primarily by the state's desire to 
avoid the financial burdens associated with subsidising airport capital investment. Airports have 
traditionally had to compete with other areas of public expenditure such as education, health and defence. 
The increasing pressures associated with operating an airport arguably have led to a realization that the 
European air transport industry is in a mature, competitive market which needs to be run according to 
commercial rather than state principles. 

The capital required to develop and maintain airports is generated from two sources; aeronautical and 
commercial. Aeronautical income includes landing fees, passenger levies and ground handling charges. 
Commercial revenue includes car parking, rentals, restaurants and bars as well as retail revenue (Doganis 
1992). Papagiorcopulo (1994) maintains that commercial income has increased in importance due 
primarily to the fact that aeronautical revenue has declined as a result of intense competition within the 
airline industry. The charges made by airports to airlines for using their facilities have tended to remain 
static as airline authorities have sought to operate on limited margins and to keep fares low. Airports have 
therefore been compelled to look at ways of increasing the revenues derived from commercial enterprise 
and in particular expanding their retail operations. 

The growth of airport retailing has provided significant opportunities for the operating authorities. There 
has been a rapid expansion in the amount of space dedicated to retail developments and an expansion in 
the number and types of retailers trading within airport terminals (Freathy and O'Connell, 1998; 
Humphries 1996). Compelled to be proactive in their generation of revenue, many airport authorities now 
derive more income from their commercial activities than from their aeronautical charges. For example, 
BAA announced that retail revenues accounted for 52 per cent of the company's total income in the year 
to March 1998 (DFB, 1998). 

Given the role that retail activities play in ensuring the competitiveness and long-term survival of the 
airport industry, the operation of the supply chain and the factors that govern relationships between 
channel members would appear to be of some importance. Prior to detailing the findings of our empirical 
research, it will be useful to conceptualise briefly the theoretical base on which such relationships are 
founded. 

Power in the supply chain 

The supply chain and the interaction between supplier and retailer have traditionally been predicated on 
the notion of some form of power relationship. How power is characterised and the way in which it 
manifests itself within channels has been the subject of considerable academic debate (Dickinson and 
Hollander, 1996; El-Ansary and Stern, 1972; Emerson, 1962; French and Raven, 1959; Gaski, 1996; 
Magrill, 1996; Mallen, 1996a, 1996b; Stern and El-Ansary, 1988; Stannack, 1996). Much of the literature 
concentrates on trying to develop a means of identifying and measuring power, although Gaski (1984) 
maintains that there is no single definition of what construes the key elements of power. 
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Similarly, the concepts of "partnering" and "alliances" have been well documented in recent supply chain 
literature (Ackerman, 1996; Blancero and Ellram, 1997; Frankel et al., 1996; Krause and Ellram, 1997; 
Campbell, 1997; Wren and Simpson, 1996; Smith, 1997; Tate, 1996). Reinforcing one of the findings that 
will be presented in this research, the diversity of operating practices within the retail sector makes it 
impossible to identify a single form of channel relationship. The structure that the supply chain takes will 
vary from a basic market exchange relationship to more sophisticated forms of interaction based on the 
concepts of exchange and mutuality. 

Lusch (1982) identified the conventional channel as a loosely-aligned, fragmented, series of paired 
relationships (dyads) between different members of the supply chain, for example, manufacturer - 
wholesaler; wholesaler-retailer; retailer-consumer. The priority in these joint interactions is often the 
establishment of control Traditionally the relationship has tended to be based on market exchange 
principles. For example, buyers and suppliers negotiate over prices, volumes and margins. While mutual 
trust may be absent in the initial stages of the relationship, interdependence does develop and, depending 
on the working relationship exisiting between the two parties, can increase over time (Dwyer et al., 
1987). Nowadays there is a tendency to regard such an approach as an inefficient method of distributing 
product and characterised by unduly high levels of distrust, rivalry and secrecy. 

The competitive nature of the retail sector has led to a reassessment of strategy. In an attempt to improve 
margins and develop a sustainable competitive advantage, a number of retail organisations have sought to 
improve the working relationships they have with their suppliers. By moving away from a conflictual 
approach, emphasis has been placed on improving communication, sharing information and co-operating 
more fully. Such relationships are long-term, they encourage discussion and negotiations and they cover a 
wide range of supply chain issues including product characteristics, quality management and new product 
development. This vertical marketing system (VMS) is premised on the notions of trust and co-operation. 

Since the mid-1980s vertical marketing systems have grown in popularity and are often championed by 
one (often the most dominant) member of the channel. Perhaps reflecting their increased market power, 
the initiative for the development of vertically co-ordinated systems often has been the retail sector. Such 
agreements place a number of obligations on all parties within the supply chain concerning issues such as 
quantities, deliveries, support services, marketing information advice and production assistance. The 
extent to which contractual systems operate effectively is a function of the market power exercised by 
individual organisations within the chain and the degree to which this power is viewed as legitimate. 
Fernie (1995) notes that many manufacturers were initially hostile to the notion of partnership; however, 
the growth of private label and own brands provided the impetus for closer contractual ties. 

While vertical systems have been advocated on the basis of productivity and efficiency, few supply chains 
remain devoid of conflict (Sachdev et al, 1995); indeed, channel conflict may be deemed inevitable 
between channel members (Gaski, 1984). Securing agreement on each member's role is vital for VMS to 
work effectively. If any part of the supply chain process remains unaccountable then the holistic ethos of 
total responsibility becomes unachievable and the channel may revert to a contractual, exchange-based 
relationship. 

Methodology 

The air transport industry may be characterised as dynamic and in a period of structural transition. Within 
this framework, retailer-supplier relations must be somewhat transient and there may be no uniform 
approach to the supply chain process. The diversity of airport retail operations has given rise to a 
complex set of relationships that may vary by country, size of airport, level of state ownership and 
product group. What is discussed in the following section represents a broad aggregation of the different 
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structures found within the industry. 

For the purposes of this research a qualitative research framework was considered to be the most 
appropriate. The research findings presented here are based on 16 qualitative interviews with key 
decision-makers within the airport retailing sector. Information was collected over an eight-month period 
between October 1996 and June 1997. Interviews were conducted with representatives of the Dutch, UK, 
Irish and French airport authorities. In addition, three retailers of tax-free cosmetics and perfumes were 
interviewed as well as five major retailers of alcohol and tobacco. Two of these eight retailers had 
operations in the domestic market in addition to their aiport trading activities. 

To gain a supply side perspective, two of the largest duty free suppliers to the industry were interviewed. 
Finally, two consultants to the air transport industry were questioned in an attempt to gain an 
independent perspective on supply chain relationships. With the exception of the two consultants, the 
interviews were conducted either with the commercial manager, the category manager or the logistics 
manager of each company. The interviews were designed to gain an understanding of product and 
information flows, the sources of conflict that arise within the supply chain and the basis of each party's 
negotiating power. The paper attempts to provide an overview of supply chain relationships within 
European airport retailing, but has two limitations. First, it does not consider in detail any differences that 
may exist between different sized airports. Second, it was not possible to gain access to any of the major 
perfume houses. For this product category the research findings are therefore based only on the retailer's 
perspectives of supply chain relationships. 

The supply chain process 

Trading in an airport environment creates a series of unique constraints on the retailer. As a consequence, 
the demands placed on each party within the supply chain are different from those experienced in other 
retail sectors. The research identified three factors that differentiate airport retailing from its domestic 
counterpart. 

First, the demand for specific products within an airport is a function of the volumes and types of 
passengers travelling, rather than the time of year. While there was additional demand during the summer 
period, the industry did not experience the peaks and troughs associated with sales in the domestic 
market. Demand is relatively predictable when compared to the high street. This situation was particularly 
true in the liquor and tobacco sectors. The research revealed that liquor and tobacco retailers viewed their 
product categories as stable, volume businesses. Sales patterns can therefore be forecast with a high 
degree of accuracy. The sale of perfume and cosmetic goods displayed greater seasonality and product 
demand was seen as more difficult to predict. All three of the retailers interviewed in this sector felt that 
the control and availability of stock had improved through the introduction of EPOS and other forms of 
electronic information systems. 

A second feature of airport retailing is the disproportionately high concentration of sales in specific 
product areas. Alcohol, tobacco and perfume dominate airport retailing and account for 74 per cent of all 
airside sales (Best and Most, 1996). This represents the primary source of retail revenue for the airport 
operator. The efficiency of the supply chain in these product categories, therefore, is critical to the overall 
success of the airport's commercial strategy. 

A third factor that differentiates airport retailing from domestic retailing is the absence of income duty 
and/or value-added tax on a wide range of products. Travelling passengers are constrained as to the 
quantities of duty/tax-free goods they may buy on any one trip. The system is regulated through the 
customs authority, whose role it is to ensure that consumers do not purchase excess quantities and that all 
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duty- and tax-exempt goods are fully accounted for by the retailer. Such external mediation has a number 
of consequences for the way in which airport retailing operates and the way in which the supply chain is 
administered and controlled. 

One approach to understanding the supply chain process has been to divide it into four stages: ordering; 
the supply of the product; warehousing, storage and inventory management; and the movement of 
product from warehouse to the point of sale (Figure 1). 

Ordering process 

Because of the high volumes of tobacco and liquor sold in duty free, product demand was reviewed and 
ordered by the retailers on a weekly basis. The majority of orders were placed manually with suppliers. 
The research revealed only limited evidence of technological innovation within the supply chain. While 
there were some notable exceptions, e.g. Heinemann's integrated distribution network, systems such as 
electronic data interchange (EDI) and just-in-time (JIT) were found to be conspicuously absent. 

Two reasons were put forward by the interviewees to account for this. First, the focus of the liquor and 
tobacco retailers had been primarily on front-end systems and volume output. Supplier integration and 
co-operation had not been deemed a priority. As one commercial manager remarked:" 

The company has concentrated its energies on getting our front-of-house in order. We have spent a lot of 
time working on our merchandising and product assortment and trying to improve our levels of customer 
service. Investing in an ordering system and working more closely with suppliers has not really been seen 
as a priority by the company." 

Second, the speed with which the largest liquor and tobacco retailers have grown has meant that their 
existing systems have been rendered obsolete earlier than predicted. Of the five liquor and tobacco 
retailers interviewed, four maintained that their distribution and inventory ordering systems found it 
difficult to cope with the increased volumes. The consequences of this have been a slower order cycle 
time, a higher likelihood of delivery and receipt error and an increased propensity for stock-outs. 

When supplying liquor and tobacco to retailers, manufacturers attempted to work on a seven-day lead 
time from ordering to supply. Achieving this was in part assisted by the predictability of demand for both 
the product categories. In contrast, perfume and cosmetics tended to have a longer order cycle time. 
While the perfume retailers noted that it was standard to review demand for such products on a weekly 
basis, product was supplied in an average three- to four-week delivery cycle. 

Supply of the product 

The methods used by suppliers to distribute goods to the retailer's warehouse depended on a variety of 
factors, including the range of products stocked, the extent of the company's purchasing power and 
whether a centralised or regional warehouse system was in operation. The majority of tax- and duty-free 
merchandise was delivered on pallets directly from the manufacturer's bonded warehouse to the retailer. 
Both of the manufacturers interviewed used their own vehicle fleet and there was little evidence of 
sub-contracting. It was felt by both companies that the delivery of bonded product was a specialised skill. 
For example, to conform to the regulations laid down by the customs authority, all tax- and duty-free 
products transported between the supplier and the retailer must be accounted for. In some instances, the 
supplier will also have to seek approval from the customs for their shipment routes. The administrative 
arrangements that surrounded the distribution of goods were considered to be complex and best handled 
by the manufacturers themselves. 
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While the research identified little evidence of supplier-retailer partnerships, both manufacturers did note 
that the duty- and tax-free retailers were placing greater demands on them. Reflecting the increase in 
market power achieved through increased product volumes, retailers expected the merchandise to be 
packaged to their own specifications. This included bespoke orders that detailed specific sizes, styles and 
colours. Retailers also expected the merchandise to be pre-priced and bar-coded by the time it arrived at 
the warehouse. 

Warehousing, storage and inventory 

One of the greatest difficulties in warehousing tax- and duty-free products is coping with the high volume 
demand. Space in an airport terminal remains at a premium and it is the responsibility of the airport 
authority to balance the demands of both commercial and aeronautical interests. Because of the high 
rentals charged for space by the airport operators, one strategy adopted by the retailers is to keep the 
amount of rented storage space to a minimum and establish warehouse facilities outside the airport 
environs. 

Two of the companies in the survey were retailers with a national network of stores in the domestic 
market. Both companies "piggybacked" their airport operations onto their existing distribution networks 
and were therefore able to supply their stores directly from their central warehouse. In addition, both 
companies used a version of their domestic inventory control system and were thus able to adapt existing 
technology to suit the specific demands of the airport environment. By utilising their existing distribution 
infrastructure the retailers were able to enjoy scale economies while keeping the amount of rented, 
stock-holding space within the airport to a minimum. 

In contrast, those retailers who specialised in airport trading and had no domestic operations faced the 
dilemma of whether to rent storage space from the airport authorities or source alternative warehousing 
in the local environs. As one perfume and cosmetic retailer noted:" 

The rental for warehouse space at the airport is prohibitive for a company such as ours. They [the airport 
authorities] would charge us ten times more than providers in the local area. I can also get the equivalent 
amount of office space eight times cheaper than I would in the airport. It is more economical for my 
company to base itself outside the airport and supply my shops by making three eight kilometre return 
journeys per day. " 

The control of inventory was also of particular concern to duty- and tax-free retailers. In addition to the 
associated loss of revenue associated with shrinkage and stock-outs, retailers have to account to the 
customs authority for the sale of all bonded merchandise. As both duty-free shops and warehouses are 
designated as bonded areas, this requires an extra layer of accounting and inventory management. 
Customs demand complete accuracy from airport retailers and expect their products to be accounted for 
by both product group and size of unit. For example, in the case of alcohol, retailers have to account for 
the sale of all whisky across litre, 70cl- and 50c 1 -sized bottles. 

Any subsequent inaccuracies in inventory levels can result in fines by the customs authorities at penal 
rates. This usually means that the product with the highest excise rate is chosen and applied to all 
merchandise variances. Any breakages have to be officially accounted for. In the case of duty free, the 
damaged items have to be handed over to the customs for disposal. For example, one alcohol retailer 
interviewed was required to provide the unopened neck of any broken bottle in order to demonstrate that 
the product had been damaged. If the company was unable to provide such evidence the item appeared as 
a stock shortage and was liable for VAT and duty charges. 
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Movement of product from warehouse to point of sale 

The control of stock has been aided by the investment in EPOS systems. Stock accuracy is again a central 
concern, as once a product has been removed from a bonded warehouse it cannot be returned. Deliveries 
from the retailer's bonded warehouse to the airport outlet are usually accompanied by a warrant, which 
details the contents of the consignment and is used as a control check by the local customs authority. The 
role of the customs at this stage is to ensure that whatever stock leaves the warehouse equates exactly to 
retail sales plus stock on hand in the shop. 

The decision to use third-party sub-contractors or undertake distribution in-house tends to depend on a 
variety of factors. For example, if the retailer is a national operator with a portfolio of domestic stores, 
then the airport outlets are likely to be part of the company's overall distribution strategy. In addition to 
this however, factors such as the location of the airport, the product composition, the number of persons 
travelling and the product volumes all influence the retailer's decision over whether to sub-contract its 
distribution. 

Among the tobacco and liquor retailers interviewed, there was little evidence of third-party 
sub-contracting. All five used their own in-house distribution network to move products to their stores. 
Under bond regulations, all goods must remain in unopened cases while in the warehouse. This led to the 
view (which may be contrary to that held by manufacturers) that such merchandise was relatively 
"simple" and "straightforward" to transport. In addition, the volume of product demanded in duty free 
merited full vehicle loads without the need to consider using third-party composite deliveries. 

Third-party contracting was considered to be most likely when a tax-free retailer operated from a small, 
regional airport and product volumes were not large enough to justify in-house deliveries or investment in 
separate warehousing facilities. In such circumstances the retailer used the composite warehouses of 
independent third-party contractors to manage inventory and distribute direct to store. 

Power relationships within the supply chain 

No party in the supply chain was able to entirely dominate relations and both retailers and suppliers were 
able to influence the negotiation process. The basis of power for each party stemmed from different 
sources. For the retailer, the first and most obvious related to the volumes demanded. The research 
revealed an average stock turn for perfume and cosmetics of four to six per annum, while in the duty-free, 
a stock turn as high as 15 was expected. Such volumes provide the retailer with a significant amount of 
negotiating leverage. A second and less obvious power source stems from the high profile exposure that a 
product can receive if stocked in an airport. Airport retailing acts as a shop window and an alternative 
distribution channel where suppliers can test market their goods prior to a full product launch. 

The determination of some suppliers to have their product represented in an airport will not always be 
based purely on rational, economic judgement. As one duty-free retailer noted: M 

Suppliers are under a lot of pressure to ensure that we stock their product. They understand the value of 
profiling their products in the overseas market and test marketing to an international community as well 
as generating demand in the domestic market. It would also be unthinkable for one of their chief 
executives to come through the airport and see that his staff had failed to get the company's product on 
our shelves." 

Mirroring other areas of retail development, airport retailing within Europe has been characterised by a 
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growing concentration of market share among a small number of operators. Airport retailers such as 
Heinemann, BAA, Aer Rianta and Weitnaur have adopted aggressive growth strategies and succeeded in 
strengthening their negotiating base. Suppliers however have not remained passive to the growing power 
of the retailer. In recognition of the importance of duty-free, the principal manufacturers have established 
specialist subsidiary companies to handle their world-wide duty- and tax-free sales. These organisations 
manage a portfolio of brands and represent the parent company in all aspects of negotiation. Suppliers 
such as Allied Domecq, Rothmans and United Distillers, all have global account managers responsible for 
individual clients. To farther consolidate their power base, manufacturers have integrated forward into 
logistics and in some instances control over 80 per cent of individual product brand movements. 

Within the tax- and duty-free industry there has also been a strategy of supplier consolidation. Major 
international brands have a tendency to change ownership on a regular basis. One outcome of this is that 
power has become concentrated among a limited number of multi-national corporations (Table I). For 
example, United Distillers control five of the world's top 20 brands of spirits. 

International suppliers derive much of their power from the brand loyalty that they gain from their 
consumers. Creating a high profile marketing image gives the supplier scope to apply tight control over a 
range of operational areas. For example, two of the perfume retailers maintained that the major fragrance 
manufacturers exerted considerable influence over their trading activities. In order to be allowed to stock 
their products, a number of the perfume houses demanded quality fittings and displays, set retail prices 
relative to the domestic market and placed limits on the types of advertising that could be undertaken. 
Both companies felt that they were part of a process whereby the perfume manufacturers allocated the 
product to them rather than worked in any form of partnership or long-term relationship. 

It would, however, be misleading to suggest that all relationships between retailer and supplier are 
conflictual in nature. The research identified the two parties as having a number of common objectives. 
For example, delivering customer service was considered to be a central method of improving gross 
margin and increasing volume. Maintaining product quality and reliability were also seen as priorities due 
to the difficulties and expense associated with returning defective merchandise. Suppliers and retailers 
alike felt that it was important to minimise mark-downs given the statutory limitations on purchase 
quantities imposed by most countries. For example, in order to protect their brand image and prevent the 
stock reaching the grey or parallel markets, the leading perfume houses did not allow discounting to clear 
slow or unwanted merchandise, preferring instead to exchange the stock for proven or new lines. 

Conclusions 

The operation of the supply chain within airport retailing cannot be described as the most proactive or 
technologically advanced within the retail sector. While companies such as Heinemann operate centralised 
warehousing and "JIT" systems, such practices are not widespread. The growth of passenger traffic 
volumes has already provided the impetus for change and forced many airport retailers to reassess their 
approach to supply chain management. In order to remain competitive, airport retailers will need to invest 
farther in information systems and attempt to improve the flow and handling of stock through the supply 
channel On the basis of the research evidence, the areas most likely to receive immediate priority are: 

The improved matching of inventory levels to anticipated traffic flows and special marketing events. 

The development of information systems that allow a monitoring of the rate of sales, stock-in-hand and 
re-ordering times. This will allow a movement towards minimum stockholding and more accurate 
deliveries. 
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Direct supplier delivery to the shop floor for a select range of refrigerated and short shelf life products. 
This will free warehouse capacity and eliminate investment in chilling equipment. 

A total distribution cost approach to review all physical distribution functions with a view to identifying 
cost and service benefits. 

A movement by international airport retailers towards global pricing structures for their major 
international branded products. 

The extent to which these improvements become adopted practice and manifest themselves within the 
culture of airport retailing will be partially dependent on the relationship between the retailer and their 
suppliers. Placing the airport supply chain within the theoretical framework identified previously allows a 
number of observations to be made. The use of conventional channels appears to be most in evidence 
within airport retailing. Relationships remain transactional in nature and in the case of tax-free shops 
involve many small suppliers providing merchandise with few additional services or benefits. 

International suppliers derive much of their market power from the high profile image their brands 
convey. There is little evidence of a widespread use of own brands by airport operators; however, the 
emergence of multi-national airport retailers may encourage the development of own-label generic 
products. 

Airport retailers have therefore focused on their core business and through centralised buying, exerted 
power on the basis of the volumes demanded. Smaller suppliers exhibit greater degrees of dependency on 
airport retailers and asymmetrical relationships are very much in evidence. There is only limited evidence 
of long-term supply chain relationships, although the opportunities exist to progress the supply chain 
beyond the traditional market exchange-based dyad. The possibility of moving towards a more integrated 
partnership, based on the principles of mutuality and exchange, exists, but as yet are not widespread. 
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Supply Chain — Think A Chain Of Efficiencies.(electronic commerce)(Industry Trend or Event) 

Karpinski, Richard 

InternetWeek, Page: 73 , Oct 25 1999 

Want a peek at the topic that will dominate the discussion in Internet circles for the next year, just as 
portals and e-retailing set the pace a year ago and business-to-business commerce dominates the 
landscape today? Think supply chain. 

What's the big deal? For companies that have sped through the initial phases of e-commerce-from 
brochureware and e-commerce transactions to early extranet connections-applying the Internet and the 
Web to their supply chain is the truest test of whether a business is really committed to becoming an 
e-business. 

"It's a supply-chain vs. supply-chain world today. Companies don't only compete with each other but with 
an extended web of suppliers," says Rob Rodin, CEO of electronics distributor Marshall Industries. 

Indeed, just as the assembly line symbolized the industrial age, the supply chain will become the symbol of 
the Internet age. 

"Our children may be studying the Dell direct model-e-commerce driven by a fine-tuned supply chain-like 
we studied Henry Ford," says Alan Dabbiere, CEO of supply-chain vendor Manhattan Associates. "It is 
the evolution of how close you can get to your customer." 

Users in Internet Week's Transformation Survey understand the value of Web-based communication and 
collaboration with suppliers, but formal supply-chain projects over the Web are still in their early stages. 

For example, companies conducting business-to-business e-commerce jumped from 32 percent of 
respondents last year to a whopping 76 percent today. Yet, when asked about specific Web-based 
applications running within their companies today, users most frequently spoke of customer support, 
marketing or sales, with inventory management coming in at just 37 percent. Supply-chain management 
ranked dead last at just 30 percent. 

Clearly, the industry is in the very earliest days of the supply-chain revolution. Challenges for companies 
aiming to aid velocity to their supply chains include: old or broken legacy systems and ERP 
implementations, business processes unprepared to move at Internet speed and a lack of incentive for 
suppliers to overturn their own business processes to get on with the program. 

Even in the face of these very serious challenges, it's hard to deny the power of more information-rich 
supply chains driven by ubiquitous Internet connections. "The basic value the Internet brings is scalable 
communications," says John Fontanella, an AMR Research analyst. "Today, at best, you might have 20 
percent of your business partners in a trading community electronically connected. What the Internet 
promises is connection rates of 90 percent to 95 percent." 

E-commerce leader Cisco Systems used both a carrot (the chance to participate in its phenomenal 
Web-based success) as well as a stick (participate or get dropped) to move its suppliers onto its 
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Web-driven supply chain. 

"It didn't hurt that we said, 'You've got two years to make the transition or you'll no longer be our 
supplier,' " says Cisco CEO John Chambers. "We provided both the carrot and the stick, and I think many 
companies are in the position to nudge the supplier base that way. I also think many suppliers are 
beginning to realize that if they don't change, many of their leading-edge customers will ultimately require 
them to change, or they'll get left behind." 

But Web-based supply chains aren't only about reach. They are about better data, and the chance to use 
that data to bring new velocity to a company's business practices. "What it allows is rapid, real-time 
communication and a common view of data across suppliers, manufacturers and customers. That lets you 
take inventory in the supply chain and allocate it and reallocate it to real sources of demand versus 
forecasts of demand," says analyst Fontanella. 

Quite A Process 

Supply-chain management is the process of optimizing a company's internal practices, and the company's 
interaction with suppliers and customers. It includes demand forecasting, materials sourcing and 
procurement, inventory and warehouse management, and distribution logistics. Companies that marshal 
their supply chains to perform these functions can deliver products quicker and at a lower cost or higher 
profit margin than their competitors. However, today's supply chains are too often focused inward, 
targeting the requirements of the players in the supply chain rather than the customers. The Internet 
makes that orientation even more dangerous, as customers expect instantaneous service, and 
customization and build-to-order processes find a universal and instantly accessible front-end in the Web. 

Indeed, in this environment, it is the customer, not the plant manager, who ultimately keeps track of an 
order via self-service Web sites where he can find, configure, price and schedule delivery of products. 

Consider Alliance Entertainment. The giant distributor of music, videos and games counts on the Web to 
connect more directly with its e-retailing customers, and, in the process, finds itself acting not only as a 
distributor but as a strategic partner. Alliance customers include Barnes and Noble, Artists Direct, The 
Ultimate Band List and Wherehouse Entertainment. The distributor is using the Internet to enhance its 
supply-chain relations in several ways. 

The first is to extend traditional EDI transactional capabilities to smaller e-retailers. "EDI value-added 
networks can be very expensive," says Perry Patterson, director of operations and consumer direct 
fulfillment for Alliance. "We've provided tools so that some mom-and-pop shop over the Internet can 
place an order directly with us through a secure connection." 

The Internet automates transactions for more retailers, and it also sets up Alliance as a key partner. 
"Overnight, we can drop the order into our system and commence the pick, pack and ship process," says 
Patterson. Alliance also provides a variety of value-added services for the retailer-including custom 
packing and labeling, dealing with inserts and gift wrapping, and online couponing and promotions. That 
kind of support gives e-retailers the freedom to outsource most of their fulfillment operations, yet still 
retain a personal touch with their customers. 

Alliance also provides its retail customers with deep insight into its available inventories. That's crucial for 
providing Web-based customer service. "We can allow them, through secure mechanisms, to access our 
inventories in real time and present to the consumer up-to-the-moment information on what product is 
available for shipment," says Patterson. Alliance also has PC- and Web-based tools to make searching the 
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* distributor's massive product database easier. Retail customers can find new products, and also download 
content like descriptions, artists' biographies and album art they can use to merchandise their Web sites. 

Most of all, the Internet lets Alliance "get away from the batch mentality of EDI and related technologies 
to provide real-time access to information," says Patterson. 

While Amazon.com is getting a lot of attention these days for building out its own distribution 
warehouses, Alliance says most of the e-retailers it works with keep their inventories virtual. "What we're 
seeing, actually, is tremendous pressure on us to perform. E-retailers recognize their core competency 
and seek out fulfillment companies that can perform the back-end processes for them. It puts more and 
more pressure on us as suppliers to be good at what we do." 

The Sears Chain 

Web-based supply chains can bring new velocity to traditional retailing processes, as well Retail giant 
Sears says leveraging the Web can cut cost and time out of how the company moves products into its 
stores. "In capsule, we've found the faster we can flow information, the faster we can flow product," says 
Pete Rector, vendor management director for Sears Roebuck & Co. 

For years, Sears has been working with its vendors to bring up compliance on advanced ship notices, or 
ASNs, an EDI message set that lets the retailer know where the products it's expecting are in the supply 
chain. 

"We've been at it for 10 years, but only recently did we impose a set of standards-within the last two 
years-that virtually mandates that if you can't do an ASN yourself, the vendor has to use a third-party 
system," says Rector. And those third-party systems, from vendors including SPS Commerce and Quick 
Response Services (QRS), use Web interfaces to let vendors that can't afford or manage the complexity 
of EDI to move their product and ship data electronically. With those systems and requirements in place, 
Sears has been able to move ASN-compliance from the high 80 percent range to 99 percent, says Rector. 

"In many small companies, the EDI staff is a secretary named Emma," says Rector, adding that 
forms-based Web interfaces-starting at about $500 per month -give those small companies the same level 
of competency as mega-million dollar corporations. 

Sears is also using the Web to solve another major supply-chain issue: the plague of bad data. 

About 5 percent of all ASNs come across "sick or wounded," meaning they have some error that makes 
them unusable. To combat such problems, Sears set up an "ASN Hospital" extranet site, complete with 
"virtual gurneys," or filters, to bring ailing ASNs into the system. There, the ASNs are analyzed and 
fixed, and the vendor that sent the sick ASN is informed via e-mail so they don't make the same mistake 
again. Sears also built an extranet site, dubbed the Sears Business Exchange, to let key suppliers see sales 
and supply data on their products down to the store level That lets all parties in the supply chain improve 
planning. 

"What that implies is that the vendor can use that information and start to manage its production, raw 
material needs," Rector says. 

With early Web-based supply chain efforts paying off, Sears is working on two more advanced projects. 
One, which Rector calls total supply-chain visibility, will help Sears determine precisely where items are 
in shipment-for example, "the truck-driver just stopped to get a hot-dog in Cleveland," Rector quips-to 
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bring even greater efficiency to the supply chain. 

A second project, called dynamic building and routing, takes advantage of product shipping information 
to better manage transportation costs. If Sears and its vendors can better communicate the cubic size and 
weights of shipments, they can fill their trucks more and move products more efficiently, Rector says. 
"When you're running $800 million in transportation expense annually, a decrease of 10 percent to 15 
percent is a huge savings," he says. 

Web-based supply chains also benefit manufacturers ultimately feeding retail channels. Timberland, which 
makes footwear, apparel and outdoor gear, is rolling out a new Web-based supply-chain collaboration 
tool from Manugistics to work more closely with retailers to help them get the products they need, says 
Yusef Akyuz, Timberland's vice president of information services. 

Timberland and its retail partners will use the platform to develop business forecasts and plans in a more 
collaborative manner, replacing old methods, including voice communications, faxes, e-mails and shared 
spreadsheets. 

"Basically, we'd throw over the wall a forecast and a business plan, and our retail partners would look at 
it, adjust it and tweak it, and throw it back over again. It added significant time to develop a plan that 
everybody bought into," Akyuz says. Now, with a Web-based collaborative environment, all the parties 
can more easily share data, see forecasts and quickly implement changes. 

Timberland is early in the process, and will roll the new Web-based system in phases, starting with its 
own sales force, then adding headquarter's business analysts, then a large retailer or two, and finally its 
entire retail base. Eventually, the collaboration data will begin to flow to the back end of the Timberland 
supply chain, helping it make decisions about the materials that go into its products. 

Leading the Way 

Not surprisingly, Web-based supply chains are probably most advanced in PC and other high-tech 
manufacturing processes. Dell might get all the attention, but the technology industry is packed with 
vendors and suppliers using the Web to wrench every efficiency out of their supply chains. 

One of the most advanced supply chains may belong to Marshall Industries, which is using the Web as a 
neutral middle platform to tie together disparate ERP systems across its supply chain. 

"We can take any of the participants in our supply chain, bring them behind our firewall, take them and 
connect them into our data warehouse, cleanse data from disparate platforms, and run the data against an 
inference engine we've built that includes forecast, product-change and collaboration tools," says 
Marshall CEO Rodin. By using the Web and making this mediation layer (dubbed MACRO) something 
that sits outside traditional enterprise apps, Marshall can keep its supply chain agile and up to date with 
the latest technologies. 

Elsewhere, telecom vendor Pairgain Technologies is using the Web to build what it calls a "super team" 
of suppliers to speed time to market and better manage just-in-time product changes, says Gary Lenik, 
Pairgain's director of materials. 

Pairgain undertook its major supply-chain re-engineering back in 1995. By improving logistics and 
building a better schedule for contract manufacturers, Pairgain was able to cut cycle times by a factor of 
10, reducing suppliers from 250 to 12. The whole process "wasn't so much Web- as EDI-based," says 
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*'* Lenik, but it was the rigidity of EDI that kept it from reaching its full potential. 

When a customer wanted a change in a Pairgain product, a flurry of faxes and e-mails ran up and down 
the Pairgain supply chain as customers described what they wanted and Pairgain went to its suppliers to 
see if it could acquire or tweak the components necessary to make the changes. 

By building what he calls a "virtual change control board" -basically a Web-based, collaborative extranet 
site-Pairgain was able to bring all the parties together online and boil down the process to a matter of 
days in some instances, instead of months, Lenik says. Which is what supply-chain management is all 
about. 
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